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Of course, you have an interest in 
}the welfare of the lubrication industry. 


thus help to move hae lubricants and build 
profit for your re erse 


}Your membership in the Institute proves 


that. 


Suppose, with that 

thought in mind, we con- 
'sider again the 1000-Mile 
| Lubrication program previ- 
ously described. 


| It is true that this 
‘campaign is aimed at a 

national probleme But in 

helping to correct it,you 
a full share of the 
‘benefitse You participate 
>in a national drive but 
cash in with interest on 
business your efforts 
_createe 


Assume, for example, 
) that you distribute the 

attractive folders pre- 
pared by the Institute. 
They are handed out by 

your retailers, imprinted 
‘with your name. Utilizing 

the "S-minute opportunity” 
_ during which the attendant 
‘fills the tank,checks the 

Boil, etce, they create 

)immediate business and 


But first and foremost,you are inter- 
ested in your company and your retailers. 


The same condition is true with regard 
to the use of the emblem and slogan. The 
insignia on billboards and "A" signs and in 
other advertising does not detract from the 

tna identity of your adver- 
tisinge It does call at- 
Le tention toa phase of 
automotive service that 
is not properly publicized. 
Gasoline and motor oil 
are forcefully advertised. 
But little if anything is 
done to attack a basic 
condition which is robbing 
the industry of half its 
potential volume. 


The time to tackle 
such a condition is NOW. 
The way to tackle it is . 
through the Institute's 
plan--the distribution 
of the folders and the 
use of the insignia and 
slogane We know you are 
busy and that a program 
of this kind must be dis- 
cussed with other men- 
bers of your organization. 
But is there anything 
more worthy of special 
effort than to re-estab- 
lish the 1000-Mile Lubri- 
cation Habit? 


Artist's Sketch of June 


Foldere See Next Page 
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The Institute Spokesman 


THE IBPVUSTRT* & MOST IMPORTANT JOB 


--to help its retailers operate at a profit 


The "Iowa Plan" has brought into relief a basic condition which all oil-marketing 
executives will do well to recognize and act upone Today's service station operator, 
whether he be a lessee or an independent dealer, must operate at a profit or else close 
shope He has no manufacturing profit to compensate for marketing lossese Usually he 
has no great cash reserve to fall back upone It's up to him to make his station pay its 


own way--and it's up to the oil company to help hime 


The oil company's stake in the 
business of his dealers is a direct and 
valuable one. As an outlet for its 
product, the station represents a defi- 
nite cash value. Far more important, 
however, is its investment in customer 
good will~-an investment that is certain 
to be impaired or destroyed by excessive 
turnover of station personnel. 


There is, moreover, the recognized 
obligation ofmy supplier to his dealers. 
As the dealer prospers, so do the com- 
panies whose products he handles. 


Granted, then, that it is up to us 
to point the way to profitable operation, 
whet course of action is open to us? The 
answer to the problem cannot be found in 
gasoline and motor oil saies alone be- 
cause these are definitely limited by the 
number of miles that car owners drive. 


It must therefore be found in the 
development of the PLUS business which 
so often represents the difference be- 
tween service station profit and losse 
And that leads logically to chassis 
lubrication. 


A Two-Edged Sales Builder 


Lubrication service is not only 
profitable in itself but is a natural 
leader for the sale of other automotive 
necessities. 


This was forcefully brought out in 
a recent address by a former executive 
of a nationally known oil company, with 
a remarkable record of accessory salese 


"The gasoline driveway," he said, 
“is a poor place to do a selling job. 
The main idea there is to keep cars mov- 
ing in order not to drive away other 


customerse But get the car owner in the 
lubricaticn department, out of his car, 
and your attendant is in an ideal posi- 
tion to suggest the need for a new 
battery, fan belt,windshield wiper blade 
or any other item that may be required." 


Unlimited Opportunity 


The sale of gasoline is limited, 
as already explained. In the case of 
lubrication, however, there is an op- 
portunity, through education and sales 
promotion, to create as much new busi- 
ness as now exists. Show the retailer 
how to get a full quota of existing 
business,help him to develop new busi- 
ness by promoting the 1000-Mile habit-- 
and you go @ long way toward solving 
the problem of profitable station 
operatione 


THE JUNE FOLDER 


You'll like the June folder 
offered by the Institute as 
part of the 1000-Mile Lubrica- 
tion campaign. The first page 
is designed to resemble a con- 
ventional road mape On the 
inside is a map of the United 
States with a car on a grease 
rack every 1000 Miles. An ef- 
fective message with a reading 
time of 3 minutes. What better 
way to utilize that period 
during which the car owner is 
having the gas tank filled, 
oil checked, etc.? Available 
for only $4.25 a thousand. 
Imprinting, slightly extra. 
Write the secretary. 
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INSTITUTE FOLDERS "CLICK" WITH SERVICE STATION OPERATORS 


Your typical service station operator may not be a merchandising expert, but he 
does have a sound, practical knowledge of his conditions and the kind of dealer help 
which would promote his business. In judging the Institute's folder campaign, have you 
considered asking the man on the firing line for his opinion? A representative of the 
Institute did--and in every case the idea met with an enthusiastic reception. Here are 


typical reports: 


Station Noe 1 (300 gallons a day): "It's easy enough to tell us 

to deliver a sales talk at the gasoline pumpe But we haven't got 
the time and besides, there's always a chance of irritating the 

customere These folders woulc do the selling for us while we are 
gassing the care When we're finished, the owner is ready for the 
question. After we get the car on the grease rack, we can usual- 
ly sell other items. 


Station Noe 2 (relying chiefly on parking for business): "Our 
trouble is that we haven't time to selle We must have men avail- 
able at all times to service cars and park them in a hurrye Folders 
like these will take the sales burden off our backs, let us handle 
our routine business efficiently, and still develop lubrication 
businesse" 


Station Noe 3 (400 gallons a day): “I get some folders now but 
they're too longe I sure like the idea of a message that can be 
read and digested in a couple of minutese” 


Station No. 4 (300 gallons a day): "Certainly I'd like to get more 
lubrication businesse It's profitable and builds custoner confi- 
dence besidese But I'l] admit I'm not a good enough salesman to do 

a successful job--and I'd be grateful for any folders that would help 
ne." 


From a Division Manager to a Member of the Institute: "There is no 
doubt that such a campaign is needede Only this morning, after 
hearing a squeak in my Buick, I discovered I had gone a few hundred 
miles over the 1000, which would not have happened had I been duly 
warned through some media such as your Committee proposese If a 
man in the oil business is neglectful of period lubrication, what 
does the average car owner do about this important item?" 


For the real "low-down" on the value and practicability of distributing these short 


but compelling messages, why not sample the opinion of your own dealer stations? 
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Knights of the Hose--That's the ap- 
propriate name of a new society organized 
by filling station operators,and scheduled 
to have charge of funemaking activities 
at future conventions of the National As- 
sociation of Petroleum Retailers. 


Frank H. Ellis, Pittsburgh, is presi- 
dent with the title "Grand Hose Knight." 
E. Chat Shanks, Milwaukee, having origi- 
hated the idea is "Chief Pump Knight." 
Wilmer R. Schuh, NAPR president, is “Brass 
Nozzle Knight." The governing body,which 
will supervise fun at the Rochester con- 
vention this fall, is the "Free Privy 
Council." 


Senator Bower Broaddus of the Oklahoma 
State Legislature defines a pedestrian as 
@ man with three grown children but only one 
Care 


The World Moves One-In 1912 it was 
estimated that there were 667,000 auto- 
mobiles in actual use--about one to every 
140 of the country's population. It was 
rashly predicted that 247,427 cars would 
be built that year, but nobody knew who 
would buy such an enormous numbere 


Twenty-five years later the number of 
cars and trucks registered was 28,270,000 
and early in 1937 one maker watched the 
millionth car made in his own factories roll 
off the assembly linee 


Motor Cop: See here, Miss, I've had 


my eyes on you for sometime. 


Miss: Oh dear, what a relief. I 
thought you were going to pinch me for 
speeding. 


Editorial Cooperation--Last month 
we mentioned some of the publications 


ITEMS OF INTEREST TO LUBRICATING MEN--Gathered from Here and There ,, 
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which had commented editorially on the 
Institute's activities. Since then, 
Service Station News, San Francisco,has 
carried a story, while the Chek-Chart 
Lubrication Bulletin, published by The 
Chek-Chart Corporation, has run a number 
of articles describing the 1000-Mile 
Lubrication drive and outlining its 
advantagese 


Middletown Again=- Tor the past 
twelve years “required reading" for 
advertising and sales managers has been 


the study of Muncie, Ince, made in 1925 
by a college professor and his wife. = 
This study painted a graphic picture of . 
the economic life of a typical small q 
American citye 


In 1935 the investigators went back | 
for another examination of Muncie, or 4 
Middletown, as they called ite 


All retail outlets with one excep- 
tion suffered sharp declines in sales 
during the depressione The exception 
was the filling statione The dollar 
volume of filling stations was reduced 
only 3.8 per cent, while the number of 
stations rose from 41 to 70. 


Use the Emblem--the "1000~Mile Lubri- 
cation” emblem pictured on the first page 
needs only your cooperation to make it a 
powerful force in overcoming public in- 
difference in the matter of chassis lubri- 
catione Why not use it on letterhends, 
house organs, signs and other advertising? 


Mother: What's Janey peeved about? id 
Joan: She says it used to be bad ‘4 


enough walking home from auto rides 
this business of parachute jump- [ 
ing is getting on her nervese /f 
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